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Published in the WORLD’S FAIR CITY 
od Is the “ONE” and “ONLY” publication in the world 
r= having a PROVEN circulation exceeding 
0 
One Mills { 
d. 
: ne Vion Copies 
ed : EVERY Issue (EVERY Issue), 
an and is the only publication that VOLUNTARILY PROVES 
ld it EVERY issue. 
ne All advertisements sent THE WoMAN’S MAGAZINE are ac- 
ill cepted with the distinct guarantee that its circulation is “OVER” 
“4 One Million copies EVERY issue, and that we voluntarily prove 
P it to the advertiser’s satisfaction EVERY issue or run his ad free. 
a. We request all advertisers and advertising agents to make this a 
ri- condition of contract when sending us an order to insert adver- 
ot tising. 
“ . . . 
‘ PROVEN Circulation is Better than CLAIMED. 
“s Not a copy is wasted. Every copy goes out in a separate 
ay wrapper to a different reader, and possible buyer of your goods. 
ry No News Stand “Shelf” Circulation. 

We have a larger PAID-IN-ADVANCE subscription list 
than any other “ONE” publication of any kind or class published 
ay anywhere—and PROVE it. 

“1 Advertising Rate, $4.00 per agate line. 
If interested, write for proofs. They will be sent you by 
I first return mail. 
a We Sell PROVEN Circulation Only, 
re ’ Ov 
al Che Woman's Magazine, Sift: $t. Louis, Mo. 
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REXALL TABLETS. 


An extensive and interesting ad- 
vertising campaign has just been 
started in various cities and towns 
of the United States by a concern 
called the United Drug Company. 
This concern was organized a few 
months ago with plenty of capital 
back of it for the purpose of man- 
ufacturing druggists’ preparations 
and selling them _ exclusively 
through the retail stores of its 
stockholders in all parts of the 
country. It is really a strong com- 
bination of retail druggists, who 
have adopted this method of pro- 
ducing all their remedies 11. one 
mammoth laboratory, thus making 
it possible to advertiseand sell them 
under a common name and at very 
low prices. The idea of combin- 
ing retail druggists into one big 
manufacturing concern originated 
with Louis K. Liggett, secretary 
of the Vinol Company. In con- 
nection with James T. Wetherald, 
president of the Vinol Company, 
this plan was worked out and sub- 
mitted to a number of prominent 
druggists who became so enthused 
that it was decided to hold a large 
meeting at once. This meeting 
was held in December, 1902, in 
Chicago, and resulted in the organ- 
ization of the United Drug Com- 
pany, with headquarters in the city 
of Boston, where the laboratory is 
located. It was largely through 
the close personal acquaintance 
and friendship between Mr. Lig- 
gett and the druggists that this 
company was established and 
placed in working order in so 
short a time. 

The officers are: President, E. 
D. Cahoon, of the William B. 
Riker & Son Co., New York; first 
vice-president, E. L. Scholtz of the 
Scholtz Drug Co., Denver; second 
vice-president, J. L. Demoville, of 
the Demoville Drug Company, 
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Nashville; treasurer, James T. 
Wetherald, of Chester Kent & Co., 
and for many years a member of 
the firm of Pettingill & Co., Bos- 
ton; secretary and general man- 
ager, Louis K. Liggett, of Chester 
Kent & Co., Boston; secretary and 
chairman of the executive commit- 
tee, George J. Lyon, of the Hall & 
Lyon Company, Providence. 

With a view to learning some- 
thing about the great advertising 
campaign which the United Drug 
Company has just inaugurated, a 
representative of Profitable Ad- 
vertising recently called on R. 
W. Snowdon, in charge of 
the advertising department. All 
the details of the campaign in 
all its various ramifications are 

















worked out by him, the copy-writ- 
ing all being done in his office, and 
the artists following his sugges- 
tions and ideas in making the de- 


ns. 
“We'll commence operations,” 
said Mr. Snowdon, “by placing the 
Rexall Dyspepsia Tablets on the 
market. This advertising will 
start about the middle of March, 
or as soon thereafter as practica- 
ble, and it will be one of the most 
vigorous campaigns ever conduct- 
ed. Large copy will be used, daily 
and weekly newspapers will be the 
mediums, and we will thoroughly 
cover the territory in which our 
stockholders are located. There 
are at present about two hundred 
stockholders from all the principal 
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cities in the country. These are 
the advertisements for the first 
week. They will appear in about 
one hundred and fifty dailies and 
a similar series will run in week- 
lies.” 

Here Mr. Snowdon produced the 
designs reproduced in this article. 
Much of their strength is lost in 
the reproductions, owing to the 
greatly reduced size, but the clever 

















idea back of them can easily be 
eived. 

“This advertising,” continued 
Mr. Snowdon, “will all start in 
daily papers, the idea being to 
spell out the word ‘Rexall’ at 
the rate of a letter a day. This 
idea was Mr. Wetherald’s, as was 
also that of using the figures in the 
designs—Captain Rexall and her 
little army of Rexall soldiers. 
These figures will appear in every 
advertisement, and we believe that 
they will soon become favorites 
with the public. We propose to 
keep them sweet and pleasing, and 
there will always be ‘something 
doing’ with them.” 

An examination of the first 














week’s series reveals the fact that 
a total of 4,760 lines will be used 
during the week. The first four 
designs will be six columns wide 
and eight inches deep; no copy 
will appear with these designs. 
The fifth advertisement will be six 
columns wide and eleven inches 
deep. This will complete the 
spelling of the name “Rexall,” and 
there will be copy with this design 
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announcing a free distribution of 
Rexall tablets for Saturday. On 
the first Sunday there will appear 
an eight-inch double-column read- 
er in which will be told the story 
of the Rexall remedies, and which 
will unfold the whole scheme. The 
copy is all arranged to carry out 
the military idea—general orders, 
orderly’s reports, etc., supplement- 
ing the military features of the 
design. The advertising is local- 
ized by inserting the name of the 
druggist handling the goods in that 
particular city. 


“What will follow the first 
week’s introductory display?” I 
asked. 

“Another series of designs 


bringing to the attention of the 
public the primary causes of dys- 
pepsia,” replied Mr. Snowdon. 
“The different forms of this dis- 
ease will be explained, and the 
Rexall soldiers will continue to 
search out sufferers and escort 

















them to the stores where they will 
find Rexall Dyspepsia Tablets and 
health.” 

“Will you use the newspapers 
exclusively ?” 

“Oh, no; we intend to employ 
nearly all the different forms of 
advertising—posters in some cities, 
street cars in others, window 
exhibits, booklets, circulars, ete. 
For one feature, we will send the 
first week’s series of designs, fram- 
ed, to every stock-holder for ex- 
hibition purposes. This will help 
to impress the public by showing 
the whole series in connected 
form.” 

“How long will the dyspepsia 
tablet advertisements run?” 

“For six months. We pro- 
pose to manufacture something 
like two hundred remedies under 
the name of Rexall—a Rexall 


remedy for every human ailment— 
and, of course, we will eventually 
advertise them all, 


It is our plan 
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to use six thousand inches in each 
newspaper during the year. Dur- 
ing the six months, other remedies 
will be introduced by means of 
flyers in packages, and by counter 
distribution of circulars and book- 
lets. At present we are making 
Rexall Dyspepsia Tablets, Rexall 
Cherry Juice Cough Syrup, Rexall 
Headache Tablets, Rexall Tooth- 
ache Drops, Rexall Asthma Cure, 
Rexall Little Liver pills, and 
about a dozen others. Every Rex- 
all preparation carries an absolute 
guarantee of satisfaction or money 
refunded. We are very careful in 
all our advertising matter to bring 
out the fact that the particular 
remedy advertised is not the only 
one that has the name of Rexall. 
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To this end, on every package, 
label, booklet, circular, etc., ap- 
pears the phrase, ‘One of the fa- 
mous Rexall Remedies of which 
there is one for each ailment.’ We 
do not want the public to regard 
the word ‘Rexall’ as synonymous 
with dyspepsia tablets, for in- 
stance, but as the general desig- 
nation of a line of remedies.” 

The preparation of the advertis- 
ing matter is performed most care- 
fully under the direct supervision 
of Mr. Snowdon. A _ graduated 
physician, Dr. Young, is employed 
to prepare the medical part, and 
the whole is edited by Mr. Snow- 
don, and put into advertising form 
by him. He then works out ideas 
for illustrations and gives the art- 
ist suggestions for making the 
drawings. The opening series of 
designs was produced by Howard 
O. Marston, of Boston. 

Another distinct feature of this 
business is the manufacture of 
candy. Thousands of pounds are 
contracted for to be sent out daily 
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to the druggists, and it would 
seem that this branch of the busi- 
ness is extremely important. 

One cannot, however, obtain an 
adequate idea of the great possi- 
bilities of the United Drug Com- 
pany until the inspects the plant and 
sees just what is being done. The 
rapidity with which the laboratory 
was established and put into full 
operation is remarkable. Since 
Jan. 1, 1903, over 200,000 full sized 
packages of dyspepsia tablets were 
put up, all the boxes, labels and 
literature being designed and 
printed in the laboratory. Besides 
this, many other preparations were 
being put up and shipped. 

It is easy to understand that 
things are going to be conducted 
on a large scale, and that the 
United Drug Company is destined 
to be a decidedly important factor 
in the drug trade——Profitable Ad- 
vertising for April, 1903. 

GET DOWN TO BARE BONES. 

Just as a physician or a surgeon must 
make a careful study of anatomy by 
means of dissection before he is able to 
operate successfully on the living body, 
so the advertising man is greatly helped 
by putting the work of other men 
through a mental analysis that enables 
him to see how the thing is done. When 
he is able to see at a glance the skele 
ton under the structure, he is able to 
know whether his own method of con- 
struction can or cannot be improved. 
This is a thing that can be done more 
easily than it can be described. It is a 
bit of mental work that a good ad- 
vertisement writer will do unconscious- 
ly, if not consciously, from time to time. 

—Michigan Tradesman. 
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“WE SPIN OUR OWN YARNS.” (SHAWKNIT 
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San Francisco Call 


JOHN D. SPRECKELS, Publisher and Proprietor. 











Published every day of the year. 


Guaranteed circulation in excess of 


DAILY 
60,000 


SUNDAY 


70,000 


The bulk of this large circulation is 
IN THE HOMES 
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ADVERTISING REPRESENTATIVES : 


STEPHEN B. SMITH, C. GEC. KROGNESS 


30 TRIBUNE BLDG., MARQUETTE BLDG., 
NEW YORK, CHICAGO. 
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A BREAKFAST FOOD AND A 
HUMORIST. 


This breakfast food is less than 
a year old. It is called “Ready 
Bits,” and is made by the Ready 
Bits Corporation, New Haven, 
Conn. Its first promoter was a 
sober-minded man who regarded 
advertising as a serious proposi- 
tion. You must be serious—eter- 
nally serious. The Goddess of 
Liberty must be depicted holding 
aloft a package of “Ready Bits,” 
while Uncle Sam and the nations 





LESS 
OBITUARIES 





fect a rule of life that never varies: 
Ready Bits means jess obituaries. 
Heavy Pound Packages 15c. All grocers. 








of the earth admired. Your argu- 
ments must exploit the commodity 
not only as a breakfast food, but 
as a comprehensive panacea for all 
the ills of humanity. You must 
convince the reader that he was 
starving to death for lack of di- 
gestible nourishment, and that 
nothing but “Ready Bits” would 
save him from an untimely grave. 
Above all things, you must never 
crack a smile. 

Six months ago “Ready Bits” 
came under the advertising man- 
agement of a man named Burritt 
Hamilton, who is president of the 
company. Mr. Hamilton was born 
a humorist, and improved upon his 
gift by a course of law, which gave 
his humor a dry quality. Then he 
wrote some law books, and later 
took to delivering humorous lec- 
tures through the West. At Battle 
Creek he observed the ‘breakfast 
food in its native haunts, and when 
he found himself with a young 
breakfast food of his own to mar- 
ket he had some radical notions 
about methods. The ways of the 
serious minded advertising man- 
agers appeared absurd to Mr. 
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Hamilton. The great American 
public loves a joke. There are few 
things that it takes seriously. Be- 
tween the style of the New York 
Sun and that of the yellow jour- 
nals there is everything in favor 
of the former being longest-lived, 
to say nothing of its half century 
start. People read the Sun for its 
humor, and there are those who 
suspect that many buy the yellow 
dailies for their funny pictures, 
and if these were abolished they 
would laugh at the editorials. Life 
is real, but it is not so earnest, 
after all—especially- in the matter 
of breakfast foods. The very idea 
of a man using serious methods to 
advertise a food called “Ready 
Bits” appealed to Mr. Hamilton 
as a joke, and he resolved to carry 
out the joke and exploit the food 
by caricaturing it. It took a good 
deal of initiative to do this. It 
is not a method that can be recom- 
mended indiscriminately. There is 
no question about the potency of 
humor, but there are several ques- 
tions about the quality of the hu- 
mor at the command of the average 
advertising man. Of all advertis- 
ing forces humor is most danger- 
ous, but it can be used with effect 
when it is good humor. “Ready 
Bits” is a good breakfast food, and 
that gave an advantage in this me- 














thod of advertising. All breakfast 
foods of the pre-digested sort aim 
to furnish grape sugar in the place 
of the starch in wheat, and “Ready 
Bits” claims a higher per cent of 
grape sugar than any other food 
in the market. Then, there is an 
advantage in making the product 
at New Haven, which is a natural 
distributing center. Within two 
(Continued on page 8.) 
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hundred miles of that city lives 
twenty per cent of the population 
of the United States, while New 
England is a notably good market 
for the new foods. Advertising 
tells in territory so closely populat- 
ed. The Ready Bits Corporation 
is not a bloated trust. The appro- 
priation is small, and the aim of 
Mr. Hamilton was to begin adver- 
tising in New England dailies, 
leaving out Boston. Then, when 
a demand had been created, he 
could widen his field of operations. 
Before a line of advertising was 
put out “Ready Bits” had a large 
sale on. its merits, proving its 
qualities. The matter that has 
been put out during the past five 
months is of two sorts. The first 
takes the form of short skits writ- 
ten like the “fillers” in Sunday pa- 
pers. They occupy from an eighth 
to a third of a column, deal with 
the usual grocery store characters, 
and are set in ‘body type. No at- 
tempt is made to disguise them as 
reading matter, but they are run in 
full position. The man who reads 
one finds it entertaining enough to 
read the next that appears. There is 
no great stress laid on thecommod- 
ity, and sometimes “Ready Bits” 
is made a factor in the horseplay. 
In some of these skits the food 
value of the product is exploited, 
but usually the story is the first 
consideration, printed for its own 
sake, and the advertising moral is 
never permitted to spoil its point. 
Mr. Hamilton writes them all him- 
self, and their style is indicated in 
the following specimens taken 
from the press sheets: 


ESTHER OF CAMELOT. 

Esther of Camelot was not amemberof 
King Arthur’s “Table Round.” She is 
an up-to-date woman who uses square 
tables and runs a square boarding house. 
Her husband has three professions, and 
can’t decide which one of them to prac- 
tice. 

_Esther of Camelot disregards the tra- 
ditions of her craft. In her establish- 
ment, soup on Sunday is not a harbinger 
of hash for Wednesday, chicken cro- 
uettes for Friday and mince pie for 
aturday. If viands from her tables are 
ever reconstructed, it is so beautifully 
done that a Pinkerton detective couldn’t 
identify ’°em. Esther of Camelot calcu- 
lates well and is prosperous. She is 
creative. She has made a dishwasher 
out of that trousered vacuity, her hus- 
band. When Esther of Camelot first 
came across Ready Bits she figured 
thus: “Most of my boarders are in a 
hurry mornings. cup of coffee and 


a dish of Ready Bits is just what they 








want. A package of Ready Bits at any 
grocer’s costs only 15 cents, and con- 
tains enough food for 15 breakfasts. No 
cooking, no labor, no fuel, no time is 
required in its preparation, 
Ready Bits is ready to serve. With cof- 
fee and cream, the total cost of a 
Ready Bits breakfast is about 5c., maybe 
less. As I get 25c. for that breakfast, 
{ can stand it. That’s about as good 
as running a corner drug store, anyhow.” 
So Esther of Camelot sailed in with 
Ready Bits. Her wildest hopes were 
exceeded. Not only did everyone break- 
fast on this delicious, whole wheat, malt- 
osed cereal, but it wasn’t long until it 
was the leading article of diet at every 
meal. Meat bills diminished. Profits 
increased. To-da Esther has _ so 
much money that ae is thinking of hir- 
ing a new dishwasher and soniling her 
husband to Harvard to learn another or- 
namental profession. 


BUCK BUCKNER OF BUCKSPORT. 
Down in Maine considerable conserva- 
tism prevails with regard to the expendi- 
ture of money. In this, Buck Buckner, 
of Bucksport, has long been eminent. 

When Ready Bits, the new cereal, 
struck town, Buck “‘vummed” he’d never 
eat “saw dust,” as he contemptuousl 
termed all cereal foods. So he _ stuc 
to slapjacks and pork, till by-and-by his 
stomach struck. hen what did the doc- 
tor do but prescribe Ready Bits. 

Buck was too sick to be captious, so 
he accepted the inevitable. He growled 
a good deal, but it was evident that 
he liked the stuff. When he found that 
he could make 15 meals off a package 
that cost only 15c. at any grocer’s he 
recovered rapidly. Then, when he com- 
prehended that it saved fuel because it 
didn’t have to be cooked, he bought it 
by_the case. 

Buck, frugal minded as ever, has pa- 
pered his dining room and kitchen (one 
and the same) with flattened Ready Bit 

xes. He is particularly enthusiastic 
over the Ready Bits maxim: “The purse 
of the poorest affords it; all the wealth 
of the rich cannot buy better.’ 

These skits are alternated with 
picture ads that can hardly be call- 
ed anything else than cartoons, so 
devoid of stereotyped arguments 
are they. When Mr. Hamilton 
wrote these jingles he must have 
had Lewis Carroll in mind: 

“What have you ready?” asked old Mr. 
Sprightly; ; 
“Ready Bits sir,”’ said the waiter po- 

litely. 
The victory at Austerlitz . 
Means less to man than Ready Bits. 
Wherever bread crumbs can be used in 


because 


Try Ready Bits—yet, try it, try it. 

In the dreary winter hours 

Ready Bits is fruit and flowers. 

Whoop ’em up an’ drink ’er down, 

Ready Bits has come to town. 

As near as may be this is a 
“Force” campaign on a small scale 
with much of the sensible argu- 
ment for “Force” left out. The 
(Continued on page 10.) 
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IN 


Toronto 





THE EVENING 


Telegram 


has more readers than all 
the other Toronto papers 
combined, and The Even- 
ing Telegram carries more 
‘‘Want” advertisements 
than all the others put 
together. 


PERRY LUKENS, JR., 


Tribune Bldg., Room 29, is the 
New York Representative, 











~ 
THE CHICAGO 
Record-Herald 
GAINED 


in March, 1903, over 
March, 1902, Daily 
8,203, Sunday 63,192. 


Daily average March, 1903, 
160,684 


Sunday average March, 1903, 


204,024 


The only known morning and 
ener circulation in a 








Sworn daily average 1gor 


13,456 


Sworn daily average 1902 


20,425 


Sworn daily average, January, 


1903 
23,011 
MUNCIE (inp.) STAR. 


THE STAR reaches 60 per 
cent of all the homes of the 
Gas Be" with its two hundred 
thou-and population, 





THE 


Evening Wisconsin 
MILWAUKEE. 








A man is best known by his 
neighbors. 

A newspaper is best known by 
the people of the city in which it 
is published. 

This is also true of 


Tbe 
Evening : Wisconsin. 


It is used by all advertisers in 
the city of Milwaukee who do any 
general advertising at all. This is 
the estimate of the newspaper by 
the business community of the 
city. 

EsTABLISHED 1847. 
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Ben B. Hampton agency, New 
York, places this advertising, and 
about 2,000 inches is being used in 
New England dailies). The New 
Haven factory was 1,000 cases be- 
hind its orders March 1, and the 
demand that had been created was 
not only brisk in the territory 
where the advertising appeared, 
but had begun to spread into New 
York State and Pennsylvania. The 
territory where the product is sold 
is small. A package cannot be 
bought in New York City, and the 
demand that is appearing in Bos- 
ton has been built up through ad- 
vertising in outside mediums. 
Those who know say that “Ready 
Bits” is the only breakfast food 
that has been successful from the 
start, and the fact that “Force” 
methods can be used on a small 
scale is rather a damper to those 
who hold that the greater cam- 
paign succeeds through sheer size 
of spaces rather than through wise 
advertising methods. That peo- 
ple read these skits and are inter- 
ested in them is proved by letters 
received at the factory. One of 
the first evidences that such matter 
interests readers is found in sug- 
gestions for other advertising along 
similar lines. The “Force” and 
“Sapolio” managers receive dozens 
of suggestions weekly, and “Ready 
Bits” has been no exception to this 
rule in its own territory. Consum- 
ers and grocers freely offer ideas, 
or write to indicate their apprecia- 
tion of the ads simply as comic 
ee 

THE PASSING OF GRANDPA’S 

METHODS. 

It is essential to the modern man of 
business for the mere maintenance of 
his prosperity, that his defense be ag- 

essive; that he keep in motion; that 

e retain his relative rank; that he 
adapt himself to every economic change; 
that he avail Sinseld’ of every improve- 
ment in machinery and method. If he 
be at the head of the nrocession, he must 
remain the leader or go to the rear. 
Death seizes the industrial and commer- 
cial captains who grow weary of the 
struggle, who stop by the way for the 
purpose of carrying on business in no 
other manner than in that which they 
have already learned. The time has 
been when the second and third genera- 
tions could prosper modestly, and for a 
few shcrt years, by following in the 
footsteps of fathers and grandfathers; 
but under the most favorable circum- 
stances which can be imagined, it is a 
hazardous undertaking to follow old 
fashions in_ business.—Henry Loomis 
Nelson, in Century. 
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BOSTON ADS. 


Boston, Mar. 28, 1903. 
Editor of Printers’ INK: 


I have been much interested in some 
observations recently published in 
Printers’ INK regarding retail adver- 
tising in Boston. I have no desire to 
take part in any argument as to whether 
the merchants of this city announce 
themselves well or ill. It may do no 
harm, however, to contribute something 
to what may be termed “the literature 
of the campaign.’”’ The undersigned has 
for several years managed the advertis- 


STORE NEWS. 
The boy is father of the 


man—surely. 
_ We recognize this by giv- 
ing a tively m 
flavor to all our boys’ clothing, particu- 
larly outer garments. 
This gives to youngsters who wear 
Macullar Parker attire a certain “air™ 
qifite apart from those clad in ordinary 


“c ; 

Our Spring showing of boys’ over- 
coats reefers is now ready and will 
be a revelation to you. 

It is along these lines : 

Juvenile reefers and Russian over- 
coats, for boys aged 2+ to 8 years, 
beginning at $6; boys’ double-breasted 
reefers and topcoats, ages 8 to 17, 
beginning at $8; youths'-topcoats, 16 
to 19, beginning at $18. 

ill you bring your son in? 
Macullar Parker Company, 
400 Washington Street. 


“atore news" in Monday's Herald.) 








Next 











ing of the Macullar Parker Company, 
whose standing in the clothing trade is 
thoroughly wal known. Soon after the 
present year came in it was decided to 
purchase a distinctive style of type in 
which this firm’s advertisements were 
to be set. This type was furnished to 
each of the newspapers carrying the 
Macullar Parker advertising, and was 
selected by the undersigned after care- 
ful examination of all type faces avail- 
able. It is known as Cheltenham, and 
is a product of the American Type 
Founders Co. No ‘type larger than cap- 
itals is employed, and that only for the 
first line--the latter invariably read- 
ing, Store News. The ads approxi- 
mate fifty or sixty lines in length and 
are in full position on the first page— 
the most expensive as well as the most 
prominent place to be had. These ads 
look better in the paper than in the 
proof; and this by reason of the extra 
ae re them by the special 
position which they occupy and also be- 
cause of the fact that their difference 
in typography from anything else in the 
paper arrests the eye of the reader. 
Heavy display type in connection with 
them would not only be inharmonious 
but unnecessary. Very truly yours, 
A. E. Sprout, 
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Paid, Classified Adver- 
tisements were pub- <y PAUL 
lished Sunday, March pAlLY Ney 
29, 1903, in the 
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Des Moines News 


This is the largest number of “wants” 
ever published in any edition of any lowa 
newspaper. Rate one cent a word. 









The Des Moines News is Iowa’s greatest 
newspaper. It guarantees advertisers a larger 
net paid circulation than any two other Jowa 
newspapers. 





Record of number of ‘‘Wants” in 
Des Moines papers, March, 1903: 


The circulation of the Darry and 
Sunpay News in Polk County at 
the present time is 13,000; in Polk 


and the two tiers of surrounding NEWS, ° P 11,261 


counties, 26,918; in Polk and three i 

tiers of surrounding counties, 33,489; Register-Leader, . 6,387 
i i M . 

total circulation, March average Capital, ; ; ; : 4,080 


41,448 |" — 


The strength of the Naws is in Des Foreign Advertising Department 
Moines and its immediate trade dis- B. D. BUTLER, Manager. 
trict. No other newspaper in America 
is so strong in its home territory. No Tel. 481 Central. 
eter aemgager in the world pub- CHAS. D. BERTOLET. 
lished in a city of less than 150,000 
population has a circulation exceed- | 52 TRiBsuNE Burtpinc, New York, 


ing 40,000. Tel. 2807 John. 
JAS. F. ANTISDEL. 


705 Boyce Buripinc, Cuicaco. 
























































WEEKLY AD 
CONTEST 


For the purpose of fostering an ambi- 
tion to produce good advertisements, re- 
tail and others—PRINTERS’ INK con- 
ducts this weekly contest. 

Any reader or person may send an ad 
which he or she notices in any newspa- 
per for entry. : 

Reasonable care should be exercised 
to send what seem to be good advertise- 
ments. Each week one ad will be chosen 
which is thought to be superior to any 
other submitted in the same week. The 

so chosen will be reproduced in 
Printers’ INK, if possible, and the name 
of the sender, together with the name 
and date of the paper in which it had 
insertion, will also be stated. A coupon 
ood for a year’s subscription to 

RINTERS’ INK, if possible, and the 
name of the sender, together with the 
name and date of the paper in which it 
had insertion, will also be stated. A 
coupon good for a yore subscription to 
Printers’ INK, will be sent to the per- 
son who sends the best ad each week. 
Advertisements coming within the sense 
of this contest may be taken from any 

eriodical, and they should preferably 
io announcements of some setail busi- 
ness, including bank ads, real estate ads, 
druggists’ ads, etc. Patent medicine ads 
are barred. The sender must give his 
own name, the name and date of the 
paper in which the ad had insertion. All 
advertisements submitted for this pur- 
pose must be addressed WEEKLY AD 
Contest, Care Editor Printers’ INK, 
10 Spruce street, New York. 


EIGHTEENTH WEEK. 


In response to the competition 
announced above ninety-five adver- 
tisements were received in time for 
report in this issue. The one repro- 
duced here was deemed best of all 
submitted. It was sent in by Mich- 
ael Levy of Craig, Miss., and it ap- 
peared in the Yazoo City, Miss., 
Sentinel of April 2, 1903. A cou- 
pon, as provided in the conditions 
of the contest, was mailed to Mr. 
Levy. Retailers everywhere are 
invited to send in the advertise- 
ments which they use in their local 
napers and the publishers of local 
papers are invited to send in the 
names of local advertisers, who 
they believe would be interested 
in reading Printers’ INK. Sam- 
ple copies will be mailed to such 
names free. The interest in this 
contest remains unabated and peo- 
ple in all walks of life send in ad- 
vertisements which they select 
from the different mediums they 
read. The Little Schoolmaster is 
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much pleased to see how the in- 
terest of the public in good adver- 
tisements is growing. PRINTERS’ 
Ink has done its share to bring 
such a condition about. Intelli- 
gent people like to read advertise- 
ments, and to direct one’s attention 
to announcements which have not- 
ably good qualities is a valuable 
training for those who would suc- 
ceed as an adwriter or ad man- 
ager. 


This Store’s 
Prompt Service 
Means 


that your parcels will 
be delivered at your 
residence ere you reach 
there, or very soon af- 
ter. That your orders 
given over the phone 
will be filled and sent 
out immediately. 
{That our messenger 
—we Call him the “spe- 
cial delivery boy”—will 
be sent to your home 
for the prescription,and 
as soon as it can be 
filled by our careful, 
painstaking and expert 
prescriptionist, will be 
returned to you in a 
like speedy manner. 


You will appreciate this serv- 
ice if you give it atrial. Our 
phone numbers are—Mutual, 
156; Cumberland, 51. 








Brown’s Drug Store 
YAZOO CITY, MISS. 
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Why the 


Pittsburg Press 
Leads Everything in Pittsburg 


Because 


It is the Best Newspaper. 

The Biggest Newspaper. 

It publishes all the News. 

It is the People’s Paper. 

Has the Largest Amount of Advertising. 

The Largest Number of Advertisers. 

The Classified Advertising is three to four 
times larger than any other paper, 


and has the 


LARCEST DAILY 


and 


SUNDAY CIRCULATION 
80,000 Daily ert Sunday 65,000 





C. J. BILLSON, Manager Foreign Advertising Dept., 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGGQ, 








PRINTERS’ INK. 
ublications entitled to classification 
under A ROLL OF HONOR as 


started on the opposite page, are 





rated in the American Newspaper Directory 
for 1903 with Arabic figures, or with the 
Goldmarks ‘ee , or both. 








PRINTERS Ink believes that every 
publisher entitled to be classified under 
A Ro ii or Honor could do so with 
profit to himself at the new special 
rate of 20 cents per line under yearly 
contract—$20.80 Casu for two lines 
in 52 issues, payable quarterly. 





At the small expenditure involved, 
to recall to advertisers every week in 
the year the fact that a paper makes a 
detailed circulation statement to the 
American Newspaper Directory, should 
appeal to every publisher who is in favor 
of letting his circulation be known. 
And to remind advertisers every week 
in the year that a publication is accord- 
ed the goldmarks:ee)—denoting super- 
ior excellence—is important enough to 
warrant a publisher to take advantage 
of this service. 
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(A Roll of Honor ) 





oTe.—Advertisements under this 


toa 





publishers who, 


from 
eaetiee to the 1903 issue of the American Howeneper Directory, me. submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated. 
These are generally regarded the ~‘?ocees who believe that an advertiser has a right 


to know s hen he pays his hard cash 


The b ~ =+y denvte the wereme issue for the 
ets denotes the page in the American 


number ne a 


zoe indicated. The light faced 
ewspaper Directory which con- 


tains the details of the publication's character. 
Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords > — (© ©), the so-calied gold marks, denoting 


superior excellence in quality of circulat 


¢#~ Announcements under this stasstication, if entitled as above, cost 20 cents per 


line under @ YEARLY contract. 


DISTRICT OF COLUMBIA. 


Washington lv. Star, Ev. Star News- 


paper Co. Average for ibn 3 748 (OO) ¢ 23). 
National Tribune, weekly. McElroy & Shoppell. 
Average for 1902, 104,59 y (123), 


ILLINOIS. 
Ore, Citizen, weekly. CitizenCo. Year end 
ing Dec., 1902, no issue less th less than 1,000 _ 


Chieago, Baker’s = Helper r, monthly. 
C.issold. Average for 1902, 4 wy 050 (Oo) ane 


Chicago, Irrigation Age, Age, monthly, D. H. An 


derson, Average for 1902, 4,166, a2 

Chicago, Live Stock Report, week John 
Clay,Jr. Average for 1902, 18, B6e ats), For 
the jirsl three months of 1903, 17,460. 

INDIANA. 

Munete, Star, d’y and 8’y. Star Pub. Co. Year 

ending Feb. 1903, d’y 21,468, S'y 16,585. (260). 
IOWA. 

Burl m, Hawk-Eye, daily. J. L. Waite. 

Average for 1902, 6,818 (285). 


Des Mo’ vn es, Cosmopolitan Osteopath, month- 
ly. G. A. Still. Average for 1902, . ree 


Sheldon, Sun, d’y and w'ly. H. A. Carson. 
Average for 1902, d’y 486, w’ly 2,644 a3), 


MAINE. 


Bangor, Commercial. d’y and w’y. J. 
Co. Average d’y for 1902 7,846, w’y 9,018 or om 


MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1902, 41 ‘al, 588 (402). 
Farmer and Planters’ nters’ Guide, mont 


Average tor 1902, 18,827 ( 3). 


MICHIGAN. 
Grand Rapids, Hera! daily. Eugene D. 
Conger. Average for on. a tts (456). 
MINNESOTA. 
Spiqnengele, Northwest'n Miller, 
Pub. Co. Average for 1902, for 1902, 4,200 ( 


Wi Republican and can and Herald. daily. ok 
antees 4,000 for 193. Average 1905, 8,202 (512). 
MISSOURI. 
net ie. Zenon, Medica] Herald, month'y. 
rald Co. Average for 1902, "2,475 ( 57). 
NEW JERSEY. 
Elmer, Times, weekly. S. P. Foster. Average 
for 1992, 2,085, (616). 
Jersey City, Evening Journal, oy, 
Journal Assoc’n. Average for 1902, 1 
NEW YORK. 
Buffalo, Courier, morning ; Enquirer, even- 
ing. W. J.Conners. Average for 1902, morn- 
ing 48, 818, evening 80,40 80,401 (641). 
Newbu Ne dail Newbu 
Printing neh, News, dally, Av. for 1902, 4,257 
New York — 
Automobile Magezine, month 
Press. Average for 1902; 8,750 6s 


O. Gover. 


w oo an mer 


Medical 


Evening 
582 (619) 


h News 
(666). 


Automobile 





Gysewer, Se Caterer Pub. Co. (Hotels, 
Clubs, and 3 Rest.). Average for year 
ending with a 1902, =~ nesene 


Electrical Review, weekly. 
Pub. Co. Average for | 1902, %G,2121@0) oo 


aagaetes ‘and ™ Miniog Journal 
Est. 1866. Average 1902, 1902, 10,009, (@@) (67. “a 


Forward, dail Forward Association. ver- 
age for 1902, 81 Foe (oe (667). a 


The New York Tim 
publisher, 1902 . ( 


Scheneetady, 
Co. Average for i 02, BOOT Fh). 


Utiea, Press, dai Otto A. Meyer, \) 
Average for 1960 18,616 (i 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher, Average for 1902, 8,4 3 (724). 


NORTH DAKOTA. 
Grand Forka, N d . Norman- 
den Pub. Co. Average for 10m, 889 tras. 


PENNSYLVANIA. 
Philadelphia, Farm Joursel, a}, months Wil- 
mer Atkinson bt. company, publish Average 
NK eaye: 


; 1902, , Base (872). = 
ntoreste sof the United States, and is the best 
ne Sor reaching rural people. 


VERMONT. 


Denuingion, m, Banner and 
Frank Kk. Howe. Average for lon te 966 wa” 
Norf 


VIRGINIA. 
publishes 


» Bere 1, 5698 Gan ee 
WEST VIRGINIA, 

Wheeling, News, d a7. 

one, ys sos aria 


Average for 1902, d’y 
WISCONSIN. 


Oshkosh, Northwestern. 
ing Co. Average for 1902, T1008, 908 (1098 (1036) 


Raeine, Journal, daily. Journal aiden 
— 1902, 8,496 (1038), 


n Agricuituri A 
et bi ti (1039). For Jor yr. ole. — F x5 9% iss, Su,es0. 





(66 ee nets, daily. Adoiph 8. Ochs, 
Daily Gazette 


a Print- 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
ole. — every Wedn . Ten cents a 
becription priee, five -— a year, in 
oliars a hun No back 


nt Big printed from plates, it is always pos- 
si to fesse a new edition of five hundred cop- 
ies for $30, or a r number at the same rate. 
rs desiring to subscribe for PRINT- 

eRs’ INK for the fe benefit of advg. ns may, on 
=. obtain special confidential terms. 

(A if any person who has not paid for it is re- 
ceivii PRInvEEs’ INK it is because some one has 
subscribed in his name. Every ia for. is stopped 
at the eee of the og e paid fo 


ERTISIN 
bow ayny 4 advertisements “0 } conte a line: six 
words to 1 eye display 20 cents 
a line; 15 | A, to ‘the inch. Soon Spec: 
position twent _ ave} per cent Odi onal, if grant- 
ed, discount, five per ¢ cent for cash with order. 


OFFICES: ‘No. 10 “SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C. 


NEW YORK, APRIL 22, 1903. 














_ AD-wRITING is the art of report- 
ing store news. 


CoMPETITION will not trouble you 
if you devote your whole energy to 
your own business and advertise. 

“Business is is ; sensitive ; it goes 
only where it is invited and stays 
only where it is well treated.”— 
E. St. Elmo Lewis. 


THe New York Times has a 
larger constituency of buyers of 
first-class articles than any other 
daily newspaper in America.— 
Circular of the Times. 








Mr. Hearst does everything on 
a big scale, that’s’ a known and 
demonstrated fact. Therefore the 
report may be true, that the new 
home to be erected for the Ameri- 
can on an up-town site, will have 
forty stories and attain a height of 
five hundred feet. 


THE general assembly of North 
Carolina recently passed what is 
said to be the first law ever enact- 
ed for the purpose of levying a 
regular tax for municipal adver- 
tising purposes, and the publicity 
item, according to the Charlotte 
Observer, is greater than any other 
item of taxation. The bill was 
inaugurated by Mr. John T. Pat- 
rick, of the Seaboard Air Line,and 
was taken up on petition of two- 
thirds of the voters of Pine Bluff, 
a health resort owned chiefly by 
New England capitalists. Every 
form of business in the town is 
subject to taxation. 


PRINTERS’ INK. 





In this issue of PRINTERS’ INK 
begins a department called “A Roll 
of Honor,” in which publishers of 
periodicals bearing figure ratings 
in the 1903 issue of the American 
Newspaper Directory have the 
privilege of representation. A pa- 
per or magazine having the gold 
marks, (©®)—denoting superior ex- 
cellence—is also entitled to repre- 
sentation, even though the pub- 
lisher does not think it wise to 
secure a figure rating. The “Roll 
of Honor” makes it possible to 
give wide publicity to the names 
of periodicals of these two classes, 
for PRINTERS’ INx circulates in ad- 
vertising circles where the Direc- 
tory is not always available. 


Ir there is any health in a busi- 
ness it can be developed and in- 
creased by judicious advertising. 


A NEW Printers’ INK baby 
bearing the title of the Spur is to 
be issued monthly by the Spur 
Publishing Company, 140 West 
Fourteenth street, New York. It 
will deal chiefly with retail adver- 
tising, store management, window 
display, card writing and similar 
themes, and is the organ of the 
Bond Institute of: Mercantile 
Training, which succeeds the busi- 
ness training school lately operat- 
ed by the Dry Goods Economist. 
Willard H. Bond is managing edi- 
tor, and especial attention will be 
given to new ideas, methods and 
practicalities generally. 





“How to Get There” is a world 
time table of North German Lloyd 
tours extending to every part of 
the globe and requiring from one 
to two years for their completion. 
A large colored map shows routes, 
while profuse illustration enables 
the reader to form an estimate of 
the various countries and scenes 
included in the itineraries. Time 
of ships and trains is given in 
hours and minutes, and the whole 
brochure of seventy pages is one 
of the most complete pieces of ad- 
vertising literature and one of the 
best things ever sent out by Mr. 
Gustav H. Schwab, New York di- 
rector of this great line. 


THE best preparation for good 
work to-morrow is to do good 
work to-day.—Philistine. 
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One Charles F. Adrian of De- 
troit advertises for sale $10,000 of 
the stock of Charles Austin 
Bates’ Laxacola Company; and 
asserts that the highest bid re- 
ceived before June 1st will capture 
the bonanza, no matter how much 
it may be below the intrinsic value 
of the stock. 


THE Siegel-Cooper Co., New 
York, advertises on the backs of 
street car transfers in New York 
and several suburbs, circulating 
about 30,000,000 transfers monthly. 
Copy is changed daily, calling for 
a constant supply of ideas, and 

with a view to securing the best 
that can be obtained in this direc- 
tion the company offers five dollars 
for each idea that is submitted and 
found available. Ideas must be of 
the sort that will present the 
Siegel-Company store in bright, 
pointed fashion to the street car 
traveling public. Illustrations may 
accompany the ideas if contestants 
desire, and each one submitted 
must be dated to establish priority. 
Suggestions are to be addressed 
to the Transfer Advertising Man- 
ager, Siegel-Cooper Co., New York 
City. 

Jackson, Neb., is not a very 
large town, showing but 339 souls 
in the last census. It is the home 
of a live bank, however—the Bank 
of Dakota County—and that bank 
does some live advertising occa- 
sionally if the folder sent out re- 
cently on the occasion of its sev- 
enteenth birthday be any criterion. 
This folder contained a card filled 
with needles and bodkins, and was 
altogether a useful novelty in it- 
self, while upon the cover pages 
were a talk from the president, 
Ed. T. Kearney, and a summary 
of the services that the institution 
is prepared to render. As a piece 
of straightforward business liter- 
ature it is a commendable produc- 
tion. Mr. Kearney first became 
interested in advertising through 
treading back numbers of Print- 
ERS’ INK, and though his scope is 
small he manages to call attention 
to his institution from time to time 
by means of similar novelties. 


A Rott or Honor— 
on page 15. 
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Few cities support so many re- 
tail clothing establishments as 
New York, and probably the dail- 
ies of no other city carry so much 
retail clothing publicity. Notwith- 
standing the many kinds and 
grades of clothing for men now 
generally exploited, there is always 
room for one more, apparently. 
The latest to enter this field is the 
Glasgow Woolen Mills, which will 
open twelve retail stores in New 
York and Brooklyn. Six have al- 
ready begun business at 113 Nas- 
sau street, 44 Nassau street, 
Broadway and 36th street, 58 West 
125th street, 481 Fulton street, 
Brooklyn, and 766 Broadway, 
Brooklyn. The concern sells me- 
dium priced garments, operates its 
own mills in Great Britain, and 
has 361 retail establishments in 
England, Ireland, Scotland and 
the United States. The general 
offices are in the Park Row Build- 
ing, and it is said that liberal space 
will be used in the dailies. 





THE suburban towns along the 
Central Railroad of New Jersey 
are to be exploited in a new 
monthly magazine called the Sub- 
urbanite. The first number, just 
published, is dated April, contains 
thirty-two pages, and is conspicu- 
ous for articles that embody the 
suburban spirit. James Rodgers 
describes Cranford, one of the 
Central’s most attractive towns, 
the suburban home garden is treat- 
ed in an article by Joel Benton, 
New Jersey is held up as an auto- 
mobilists’ paradise by Winthrop E. 
Scarritt, and the contrasts between 
city and suburban living are treat- 
ed in several ways by half a dozen 
writers. That old enemy of pro- 
gress, the Mr. Subbubs joke, comes 
in for vigorous raps, while side- 
lights are thrown on Atlantic City 
and similar resorts. The pages are 
illustrated with fine halftones, and 
there is a good showing of paid 
advertising at the back of the pub- 
lication, chiefly that of real estate 
men and hotels. John Irving 
Romer is editor, and the Passenger 
Department of the Jersey Central 
attends to the publishing and dis- 
tribution. There can be little doubt 
of the advertising value of a pub- 
lication that holds so closely and 
entertainingly to its idea. 





Tue American Newspaper Di- 
rectory, for 1903—thirty- fifth year 
—is now ready for delivery, price 
ten dollars, sent prepaid upon re- 
ceipt of price. 


INTERESTING statistics of the 
New York Times’ advertising for 
1902 are reprinted in a neat bro- 
chure, together with a summary 
from Printers’ INK of February 
25, 1903. 


“I HAVE never yet undertaken 
to sell anything by advertising and 
failed to make its sales a pro- 
nounced success,” says a_ well- 
known authority on general propo- 
sitions. “But I have been very 
careful in what I have undertaken 
to advertise.” That appears to be 
the gist of the whole thing in a 
nutshell. 


Tue Advertising Men’s Club of 
Kansas City recently celebrated the 
beginning of its second year with 
a smoker and business meeting in 
the Coates Hotel, that city. The 
first year of the club’s existence 
has been successful. Many prom- 
inent and representative advertis- 
ing authorities have attended its 
social meetings and delivered ad- 
dresses, and the membership is 
now more than a hundred. The 
following topics were treated at 
the annual meeting: “Kansas City 
as a Mail Order Field,” by O 
Chase, president O. L. Chase 
Western Mercantile Co.; “Adver- 
tising a Retail Store,” by G. N. 
Sweetland, Nebraska Clothing 
Co.; “Advertising as a Profes- 
sion,” by C. S. Jacobs; “The 
Value of Good Illustrations,” by 
R. B. Teachenor, of Teachenor & 
Bartberger. These addresses were 
printed in full in the Kansas City 
Journal of March 29. The follow- 
ing officers were elected: Presi- 
dent, F. A. Taylor of the John 
Taylor Dry Goods Co., Vice-Presi- 
dent, G. A. Gurley, advertising 
manager Armour Packing Co.; 
Secretary and Treasurer, G. 
Sweetland, manager Nebraska 
Clothing Co.; executive commit- 
tee: R. R. Whitman, advertising 
manager Kansas City Journal, C. 
H. Bartlett, advertising manager 
Drovers’ Telegram and F. 
Kastor of H. W. Kastor & Sons 
Advertising Agency. 
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Goop advertising is not judged 
by its artistic or literary points, 
but by its elements of common 
sense. 





Tue Frank Presbrey Company 
has just completed a large forty- 
eight page prospectus for the 
Yaqui Copper Company, 170 
Broadway, New York. Besides a 
report to stockholders and the 
opinions of experts it contains 
colored maps of the concern’s 
properties at Camp Santo Nino, 
Sonora, Mexico, with halftone il- 
lustrations of mines and miners 
and much other matter of both 
technical and human interest. 
Printing and arrangement are ex- 
cellent. The cover is an embossed 
facsimile of the corporation’s seal. 


A REAL estate supplement of 
thirty-two pages was issued with 
the Brooklyn Eagle of Thursday, 
April 2, together with a large 
bird’s-eye map showing the many 
transportation and industrial im- 
provements that are either under 
way or projected in that borough. 
The completion of new bridges, 
elevated roads, tunnels and sub- 
ways, together with internal im- 
provements, will eventually trans- 
form Brooklyn into one of the 
greatest manufacturing centers in 
the world, while the many attrac- 


L. tive localities in Long Island make 


it an ideal field for real estate spec- 
ulation. Real estate is very active, 
therefore, and a large portion of 
the advertising of this nature that 
appears in New York dailies is put 
out by Brooklyn companies. The 
Eagle’s special supplement con- 
tained twenty-six pages of adver- 
tising of a conspicuously high 
grade, among which were a 
double-page ad for the town of 
Jamaica, page ads for the Brook- 
lyn Rapid Transit Co., the Corpo- 
ration Liquidating Co., Park Row 
Building, New York, Manhattan 
Terrace Improvement Co., 21 Park 
Row, New York, the Borough 
Park Co., 277 Broadway, New 
York, New York City Homes Co.. 
375 Fulton street, Brooklyn, Dean 
Alvord, 256 Broadway, New York, 
Cord Meyer Co. 62 William 
street. New York, Manor Realty 
Co., East roth street, Brooklyn, 
and others. , 
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ADVERTISING is a business propo- 
sition and demands the attention 
of the best business ability. 


Even personal typewritten let- 
ters will sometimes fail to make 
the impression desired by the ad- 
vertiser, as witness this instance 
reported by the New York Sun: 


An insurance ent with an office 
downtown, who, like other business 
men, dictates his correspondence to a 
stenographer and sends out his letters 

pewritten, was waited on the other 
_ by one of his customers, an elderly 
woman from a New Jersey town. She 
was angry all the through and at 
first the agent te not understand 
what about. He we polite, but she 
would not be appe Finally out it 
came. “You nee n’t od me any more 
printed | letters,” said she. “I can read 
writin’. 





A RECENT packet of literature 
from the §Matthews-Northrup 
Works includes four fine  bro- 
chures. The largest is a book of 
132 pages for the Barber Asphalt 
Paving Company, Washington and 
New York, giving not only a de- 
tailed, illustrated description of the 
process of mining, refining and 
laying asphalt, but a complete list 
of streets paved in eighty cities 
throughout the Unjted States dur- 
ing the past century. The aggre- 
gate laid by this company is nearly 
1,000 miles of roadway twenty-six 
feet wide. Maps of each city are 
given, with the pavings marked in 
red. There are also letters from 
municipalities and commissioners, 
and the whole book is full of in- 
teresting information. “The Way 
to Health” is a reprint of Benjamin 
Franklin’s essay on this subject, 
done into a neat booklet in antique 
style for the Equitable Trust Com- 
pany of New York. This is sup- 
plemented with facts concerning 
the company’s facilities and me- 
thods, and is a fine piece of adver- 
tising, quite in line with sugges- 
tions laid down in the Little 
Schoolmaster’s recent financial 
number. A small catalogue for 
the Westinghouse Electric & Mfg. 
Co., Pittsburg, describes fan mo- 
tors, and is noteworthy for its 
halftones. The fourth is a small 
catalogue of horse and mule shoes, 
made for the Bryden Horse Shoe 
Company, Catasauqua, Pa., con- 
spicuous for its complete informa- 
tion and compactness, as well as 
clean-cut illustrations. 
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THE Judge Publishing Com- 
pany, publishers of Judge and 
Leshe’s Weekly, will move their 
offices on May 1, 1903, from 110 
Fifth Ave., to the Parker Build- 
ing, 4th ave. and 19th street, New 
York City. Mr. William L. Mill- 
er, the advertising manager, asserts 
that the two publications are now 
in the most prosperous epoch o 
their existence. 


Ir is not every day that one 
comes across so bright a catalogue 
as that sent out by the O. H. Peck- 
ham Candy Factory, St. Louis. In 
addition to being in good taste ty- 
pographically, of a handy size and 
thoroughly businesslike in its de- 
scriptions and illustrations, it con- 
tains numerous stimulating para- 
graphs by way of “human inter- 
est.” The Little Schoolmaster 
takes pleasure in printing a few 
excerpts: 

Business ability consists largely in 
seeing many things with other people’s 
eyes. In all business relations there is 
a wonderful eiey in the tone of the 
voice. So called personal magnetism is 
largely dependent upon it, and fortunate 
is the man with a pleasing tone—he 
conquers where greater minds fail. 

All ideas, even the simplest, have a 
commercial value. The man of talent 
discovers their application to the needs 
of mankind and develops their useful- 
ness. 

There is a positive value in properly 
governed enthusiasm. The habit of be- 
coming enthusiastic over anything un- 
dertaken is one of easy acquirement—a 
matter of talking one’s self into a belief. 

More failures result from doing too 
much business for the capital employed 
than from any other cause. 

Knowing where to stop in anything is 
perhaps of more ~ - (onan than know- 
“|, where to begi 

ine-tenths of ge intend to 
be honest and are entitled to some com- 
mercial credit for the intention. The 
question is—how much? 

Crispness in business as well as in 
some kinds of candy meets with prompt 
approval. To be brief and to the point, 
but comprehensive even in briefness, 
should be the aim—yet the crispness 
fmust be properly sweetened to the 
palate. 

A business man who throws advertise- 
ments and circulars into the waste basket 
without at least learning their purport is 
throwing away many ideas that would 
be of decided profit to him. 

merchant who will not handle a 
piece of goods because he personally 
does not like its taste or appearance is 
short-sighted. This is the point, to con- 
sider—does the consumer like it? 

To sell goods is to teach goods. We 
must teach the trade to appreciate the 
things we sell. There must be enough 
newness to interest and charm, and 
just enough of the old to be recognized. 


i 
i 
| 
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NOVELTIES. 
Newark, N. J., April 1, 1903. 
Editor of Printers’ INK: 

Referring to the article by - he 
A. Thompson, in your issue of March 
25th, which seems to be directed partic- 
ularly at advertising novelties (or ad- 
vertising necessities, as I know them 
to be), I note, in the first place, it is 
stated that if the writer of the article 
“had all the money that macnine-tool 
advertisers waste on advertising novel- 
ties,” he ‘should Cp gg J continue to 
work, but it wouldn’t be necessary.’ 
Well, if I had a small fraction of the 
money that these same advertisers waste 
in all kinds of advertising, I would 
probably be able to take in all my 
friends and not confine the enjoyment 
of the proceeds to myself. ‘I am inclin- 
ed to think that the whole argument is 
based upon cheap, trashy, low-grade ad- 
vertising stuff that some people call nov- 
elties. If such be the fact. I would 
have nothing further to say. But I 
know for an absolute fact that there are 
concerns, and hundreds of them, to-day 
who are using advertising novelties sys- 
tematically, who have stated over their 
signature that they have been able to 
get better results from their use than 
through any other medium of advertis- 
ing. 

Advertising novelties were never in, 
tended to be used for the obtaining of 
wide and transient publicity, but are 
meant to fit in a groove, get into places 
and accomplish results. This is almost 
impossible through the medium of gen- 
eral publicity. Now, as Mr. Thompson 
uses the machine-tool advertiser by way 
of illustration, I will also. While I do 
not believe that advertising novelties 
will entirely take the place of space in 
many of the excellent publications de- 
voted to this trade, nevertheless, if I 
to-day had a new gear-cutter, shaper, 
tool-grinder, or anything else that t 
wanted to bring to the attention of 
1,000, 5,000 or 10,000 manufacturers 
throughout the country who could use 
my implement, this is the way I would 
go at it: I would first get a good list of 
the people I wanted for customers, or 
who I had reason to believe could use 
what I had to sell. It might take a 
little while to obtain this list and per- 
haps cost some money, but it would te 
worth it. I would then at regular inter- 
vals of say every four weeks send every 
one on this list some good and useful 
novelty, such as a celluloid-top blotter, 
a celluloid cover memo. book, a daily 
reminder for the desk, etc., on which I 
could illustrate my machine and could 
also concisely state why any one should 
buy it who could use a thing of this 
kind. What would this mean at the end 
of a year? Why, that the man who 
does the buying would have been hit 
straight from the shoulder 12 times dur- 
ing the year in the most pleasing man- 
ner, through his mail. Perhaps I may 
have sent a letter with each novelty, and 
if so, it stands to reason that such a let- 
ter would have more than ordinary at- 
tention, having something novel and at- 
tractive inclosed. There would thus be 
twelve of these novelties about his desk, 
in his office or home, at the end of the 
year. And if the necessity presented 
itself, at any time. during the long 
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life of these novelties, for obtain- 
ing a machine such as I ap 
I am quite certain he would not go ahe 

and order one without at least giving 
me an opportunity to make a quotation, 
I know for an absolute fact wherein one 
of the largest printing press manufac- 
turers in the city of Chicago sold one 
ot their largest and most expensive 
web printing presses through the me- 
dium of a celluloid match safe which 
the salesman presented personally with 
his compliments when leaving, even 
though he could not accomplish any- 
thing at the time; but when this pub- 
lishing concern got around to the neces- 
sity tor purchasing one of these print- 
ing presses, this match safe was in the 
socket of the president, and reminded 

im a few ‘months afterward of the 
printing press concern. I wonder if 
this could have been true if his origina 
information about the printing press 
concern was obtained through the me- 
dium of an ordinary display ad; in 
other words, could he have remembered 
an advertisement of this kind for three 
months? 

Advertising of any kind, .as you 
know, does not consist of merely bring- 
ing your goods to the attention of the 
man ‘who is in the market, but who will 
be, later on. 

Now, in trying to sell my machinery 
through the medium of an advertise- 
ment in any of the machinery publica- 
tions, here is what I must contend with: 
First—the man I want to sell the goods 
to must actually subscribe for or re- 
ceive the said publication. Second—he 
must read it after he receives it. Third 
—there must be something about my 
advertisement among perhaps fifty or 
one hundred others that will fix his at- 
tention upon it to the exclusion of the 
others. Fourth—the impression made 
by my advertisement must be such as to 
cause him to remember my machine 
should he want something of this kind 
several months after. If I were in the 
machinery business, I would, of course, 
use regular advertising space in the 
trade publigations, as there are many 
advantages in so doing. But this is an 
age of concentration, and therefore, aside 
from the regular advertising, I would 
do all my best work in the advertising 
line by aiming at the people that I want- 
ed to do business with. Of course, like 
in all kinds of advertising, the best 
judgment must be used in perpetuating 
a plan or scheme, and I believe therein 
lies more of the essence of what is right 
or wrong than in any other part of the 
undertaking. 

As you know, there are several large 
factories in the country manufacturin 
advertising novelties, one I know 0 
alone employing over eight hundred 
hands and having over forty-five salar- 
ied salesmen in connection with thirtv- 
five branch offices. The shrewdest ad- 
vertisers in the country are regular pat- 
rons, duplicating their orders several 
times a year and leaving standing orders 
with the manufacturer to supply them 
with everything new that comes up, as 
fast as it is produced. I have seen let- 
ters from a number of these representa- 
tive concerns stating that they obtained 
and still obtain gratifying and traceable 
results from the judicious use of adver- 
tising novelties that seemed to be im- 
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possible to get in a other way; among 
such concerns, as recall them, are 
Standard Oil Co., Nestle’s Food, Cho- 
colat Menier, Preferred Accident ins, 
Co., etc., etc. 

Perhaps the salesmen of these large 
advertising necessity concerns have been 
making legitimate inroads to such an 
extent into the field which in a large 
measure has been held exclusively by 
the trade journals in the past, that it 
hurts. Aw ; 

I have been giving more than ordins 
ary attention to this subject for years, 
and really believe there is more benefit 
to be derived from the proper use of 
advertising novelties, and that they are 
having to a much greater extent a more 
pronounced influence in the general ad- 
vertising field, than most people have 
been bright enough or attentive enough 
to comprehend. Naturally those who 
have grasped the opportunity and are 
finding it lucrative are not standing on 
the top of a building and shouting’ the 
fact to every one through a megaphone 
—especially not to their competitors. 

It is a curious fact that among the 
most liberal users of advertising novel- 
ties are to be found newspapers and 
various other publications, particularly 
machinery and other trade papers, and 
they certainly are in a position to judge 
as to what is a good thing to use in 
an advertising we help increase their 
busincss. ours truly, 

* 


head 
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ADVERTISING NEWS. 


The daily paper contains two separate 
and distinct kinds of news. It is a 
newspaper in fact, and contains noth- 
ing but news. The chronicling, the 
happenings of the world at large, as 
well as of the local events, is not second 
in importance to the advertising news 
that occurs upon its pages. Advertis- 
ing is news, pure and simple. It is the 
detail of chronicling of the arrival of 
new gocds and old store happenings gen- 
erally. It is the woman’s guide to bar- 
gains and the man’s help in purchasing. 
Advertising is news, and it should be 
kept as news. There is no more rea- 
son for an advertiser to allow his ad- 
vertising to stand day in and day out 
than there is for an editor to allow the 
nangouie for two days previous to be 
ublished for two days in succession. 
our truly bright, newsy and interest- 
ing paper is the one in which the ad- 
vertisements are changed from time to 
time. This change stimulates interest 
and educates people to look from_time 
to time for something new.—Ad Sense. 
——+9) 


WHAT TO DO WITH A NEW IDEA. 

If an original idea comes to you, do 
not measure it by your estimate of the 
efforts of your competitors, to test its 
worth. Don’t be afraid of it because 
it is unlike all the other ideas being car- 
ried out in your line of business. Its 
very newness is a big argument in its 
favor because new things attract atten- 
tion. If it has real merit, launch it. 
You will soon be convinced of its effec- 
tiveness, probably, by its being copied 
hy all the others.—Business Problems. 














“*The Great Daily of the Great Northwest.’’ 





March advertising in Minneapolis. 

There was but ove paper in Minneapolis that made 
an advertising record during March—greater than that 
ever made by any other daily, or daily and Sunday 
combined, in the Great Northwest. 

Speaking of records, naturally reference is made to 


THEMINNEAPOLISJOURNAL 


Here is the March advertising summary : 

The MINNEAPOLIS JOURNAL, 26 issues, carried 1,609 
columns; 77ibune, daily, 817 columns; 7ribune, daily 
and Sunday, 31 issues, 1,5¢c6 columns ; 7imes, daily and 
Sunday, 1,049 columns. THE JOURNAL leads nearest 
competitor by 1,103 Columns. 


Did your advertising figure in this record ? 
ll. LEE STARKE, 


Tribune Building, 
NEW YORK. 


Mgr. General Advertising, 


Tribune Building, 
CHICAGO. 
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OUTLINES a ous ” oueue WITH 


Goose-quills pen pity ‘drying owders 
are still used in the House of Lords 
and in His Majesty’s law courts. They 
are used in the French Chamber of De- 
puties and in the Court of Cassation 

. But the people are coming to care 
little about maintaining these ancient 
dignities. Europeans need our foun- 
tain-pens and blotting-pads; they need 
our typewriters and rolling-top desks; 
they need our carpet-sweepers an 
curtain-rollers, our elevators and elec- 
tric devices—they are beginning to buy 
them in large invoices. Their carpen- 
ters’ handsaws are mounted like our 
bucksaws and their squares are made 
of wood. They need our handsaws, 
steel squares, spirit-levels, and _ screw- 
drivers; our hotwater, hot-air and steam 
heating apparatus. Foreigners do not 
produce these things as cheaply as we 
do. As conditions become better under- 
stood and closer relations develop, large 
invoices of these goods will nes 
our exports of cereals, cereal flours, to- 
bacco, mineral oils, cotton, phonographs, 
linotypes, telephones, bicycles, engines, 
meat products and machinery. uch 
will depend upon the price of goods and 
their adaptability. We must study phv- 
sical conditions in order to reach the 
possibilities of foreign trade. We have 
the best mechanics and the best operat- 
ing skill. We have the capital. In cer- 
tain commercial fields our supremacy is 
admitted, and one reason for the domi- 
nating success of American business men 
in these fields is their ability to meet 
emergencies. The American inventor, 
manufacturer and salesman must come 
into close personal contact with the for- 
eign trader and consumer. They must 
learn the essential facts and adapt their 
products to the people for whom they 
are planned in order to win success.— 
World’s Work. 

LEAVE your competitor to his own de- 
vices. Say nothing about him. Why 
should you waste your space ~ mgd be 
his little circle of customers when 
have all the world to address ?-—4d- 
writer, St. Louis. 


Classified Advertisements. 


isements under this head two lines or more 
witout di y. 10 cents a line. Must be 
in one week in advance. 


WANTS. 


XPERIENCED assistant advertising manager 
for SHOE AND LEATHER FACTS. Phila. 

at iy = NG man on Phila. daily wants offer 

from Philadelphians. * ek ters’ lnk. 


ty 4 rere wants work in mf, 
pea tht * “SHARP: LES,” Printers’ In 


UNG man, 18, neat, neat, intelligent, desires po- 
sition in news office. Experience, 
erences. “ R.8.,” care Printers’ Ink. 


WV 4NTED- Clover advertising solicitor, new 
publication | Salary and commission. 
State references, “B.,” care F rinters’ Ink. 


M°rRe than 200,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 

Breet soc MAN = introduce fhe 8 finest 


and ET References. Wok idlers. samp e 
= = HE BRAZILLO MFG. CO., Melrose, 
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ANTED—A second-hand Mergenthale: 
condition. 


sn Pres pa 


Printers’ Ink, 


Address, 
Box 8, 


chine. must be in 
vie wanber ¢ of machine 
” care of 
New 4 w. City. 


p DVERTISING space pace wanted in uchange fo 
job five sizes; steel shaf 


ts, cut 
gears ; no complaint in ten years; old EN” 

dorse them ae for circular. ALLEN 
Nassau, New Yor! 


7 Quadruple or Sextuple newspa- 
per press, preferably a Hoe make, and one 
with a color atiachment ap State condi- 
tion of machine and lang ae pri Address 
LOUIS,” care Printe: 


| ee and be strong papetealty and men- 

tally. To introduce quickly we make you 
free offer of our handsome Steel Spring Exer- 
9 a with chart best 
end them to 


Recomm: 
Write STEEL #PRING EXERCIS 
88th St., New York. 


| ty - MEDICINE FIRMS, or others, 
esire extensive eovepaner ad vertisi) 
in the Southern States, wit h other service which 
will -_ gt and produce “ results,” should 
write MR. E., HANBURY, Atlanta, Ga, 
Twen Ay ears’ pi... Successful record. 
Thoroughly indorsed. 


APGOODS wants to hear from eve 


hig! le, experienced, ca) 

aio greater than the supp 

very desirable openings for anagers, 

ers, Lae mg oe eS Ly and Private 
— J anxious to get 

in touch with first ¢ class adve: qesing, =n of = 

kinds. High-grade exclusively. rite for de- 


HAPGOODS, 257 Prosdway, N. Y.; 
Monadnock Building, Ch 
Pennsylvania Building, Lg 


RO AOR MANAG! 
WANTED IN LOS ANGEL 8. 
Pema En experienced, 


H WESTERN earine, monthly, 
25 cents year. Devoted 


an r 
the Golden State. Sggpestions 
must give full reco: 
previone experience and 
ific Coast reference if 


ble. 
Address FRUIT WORLD PUBLISHING 
Co., Times B.dg., Los Angeles. 


N OPPORTUNITY—A first-class. yotedate 

printer, with from $1,500 to “= ob- 
| my a 2 gannce> in an old-established publish- 
ing om rinting plant and e the foreman- 
—_ at a 





our friends. 
ER CO., 210 West 


live, en- 


am trustworthy 
We have ened 





full bindery. Herqouthaler Miehle and platen 
resses. with elec and zinc 
etching pas PP his qpertmnity pa ouly toa 


irst-ciass, ng, energetic printer who is com- 
petent to handle ou our job department. Business 
runs = 000 per annum and we are samneeee. it 
every day. Western manufactu’ ch 
popolation. Fullest invest 
PORTUNITY,” care of 


inters’ Ink. 
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COIN CARDS, 


Less for 
TRE GOIN WRAPPER CO. Detroit, Mich. 


.. 


PER. 1,000. more; any prinsiag. 


—__+o+-—___ 
MISCELLANEOUS. 


M “tras S back post BUCoESS SUPPLY Go, 


Senta Bee ost oe: 
—_————+er 


ADDRESSES AND ADDRESSING. 


NAMES, heads of families, rural routes 
out of Elwood. at printed, Price, $}. 
T. McLAIN, Elwood, Ind 





50! 


pl et 
MAILING MACHINES. 


rT BE Dic DICK MATCHLESS MAILEK lightest and 
quic est. Price $12. F. J. VALENTINE, 
Mfr., 178 Wek St., Buffalo, N. J e 














SIGNS. 


Bs igns, Steel, Ol) Oil Cloth, Wood, Quantities. 
and how many. 
bend fidze gign shops, 608 W. 39th 8t., N. Y. 


Pnnaie: * -aerabe 
LITHOGRAPHY AND TYPOGRAPHY, 


(CATES, Ponds, Diplomas, Letter- 
COP heads, et ~,partl sithographed and to be 

4 ~] Sopa S —, Bend for samples. 
EING, 105 W: N.Y. 


LETTERS. 


ETTERS—All kinds nds recerved from newspaper 

advertising wanted and to let. What have 

ou or what kind do Rew wens? MEN OF LET- 
TERS, 595 Broadway, New York. 





ADVERTISING NOVELTIES. 


BRIGHT, , analy cut steel nail file, in metal 
a eg 
verti ~— our on, 
oo ooo sore KENYON. Owego, N.Y. 


PRINTERS. 


Pes ooo not satisfied where you pam try —- 
kinds of book 


and 
promptly and Bhs Bo mm Bagg bi ON 
PRINTING CO , 5 Vandewater St., New York. 


—__+~oo 
CALENDARS. 


OST artistic line of advertisi: © ees 
ever tat. Write sere 
SSETT & S 


IN 
Be Beekman St., New York City. 


FINANCIAL, 


TRITE to Mallett & Wyckoff, bankers and 
brokers, 10 Wall St., New York, fora copy 

of “Practical ‘Wall Street.” Contains 
information of a practical nature for investors. 


enaciactentniiiiliteasiieneniatis 
ELECTROTYPING. 


wi make the ererne r PRINTERS’ INK. 
hes | x the elect ping for some of the 
ome: Write us for 
pace “WEBSTER, CRAWFO & CALDER, 4 
St., New York 


——$—_+eo—___—_ 
ILLUSTRATORS AND ILLUSTRATIONS 


H°% TO ENGRAVE —Do you want to learn 

phote-enguezing? = teach pe naa 
processes mail—showing pract courses, 
RMERICAN- SCHOOL OF PHOTO-ENGRAVING, 
167 Dearborn St., Chicago, Ill. 


———_-__ +o 
PRINTERS’ MACHINERY. 


E BUY, SELL OR EXCHANGE 
Printers’ machinery, material and supplies. 
a all foundries. 

pt bem og 


alr OT ENDLER & 00... N. ¥. City. 





ADDRESSI. N@ MACHINES. 


A TWrallace Se MACHINES—No type used in the 
a Stencil Addressing Machines, which 
wrappers, envelopes, etc., at the rate of 
cor per mine. ¥ card index system of address- 
a great sa of time and _ money, used by 
inters’ Ink, ‘Be rick Pub. Co.. and scores 
of others throughout the country; write us 
for terms and soulers. WALLACE & CO., 29 
Murray St., N. Y. City 


PREMIt IUMS, 


bya MARKING BRUSHES. 
J. P. OSGOOD, 106 106 Fulton 8t., New York. 


e ! oods are trad 
R 3 al trade builders. 


suitable for 

ad the foremost mak 
and wholesale dealers in x red 
cata . 
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HALF.TONES. 
ERFECT eves tones, !-col., $1 
10c. THE de rOUNGeROW aie 
GRAVI CO. ee , Youngstown, O 
EWSPAPER half-tone is a tonic to hus- 
ish i 08 


a jon. some. 
STANDARD PHARMACY, 61 Ann 8t., New York. 





eFe- ari 

EXCHANGE, 

Bx7geanee what you don’t want for some- 
thing you >. If you have mai! order names 


ook cuts or so: , and waut to ex: 
rtisement in 


change. The price for such advertiovenate is 
= cents per — each insertion. Send along your 
vertiseme: 


SECOND-HAND OFFICE FURNITURE. 


) yp et fe cabinet, “20-drawer Hamilton, 
just-proof, Te ay 38 inches high, 
with index book ; 
Black walnut roll top ‘desk. "eo inches, 30 deep, 
paneled back, almost perfect, 
wd, typewriter stand. 4-drawer, drop leaf, not 


Oak revolving book case, 20x20, 45 high, abso- 
ey pean. S g12. 
bargains if you need them ; we have 
m... : OF was fo r them. 
gam W. Hoke Co., 608 W. 39th St., N. Y. 
—_—_ +o 
SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, -— more e mag: 
any other ink house in 





one cut inks than 
“ee prices to cash buyers. 
oer : uy red with our 
vOUNFATN') N MAR pte — 
ion for "illustrated dessrigtive circular. 
J. P. OSGOOD, 106 Fulton St., New York. 





FOR SALE. 
==. 8. —— Established yest D 
and job office. Gvod field. inter health 


od pleasure resort. reasons for sel.ing. 
Price $4,375. Address Box F, Aiken, 8. C. 


yes SALE —Ata a a modern Gow “Clip- 
yr 8 col ox! die 
of er ors a in. In good ru running order” Also 
reoty oe machinery 
BANG. R PUB. CO., Bangor, M 


ROTECT YOUR CHECKS 
oes Sate with our unsurpassed 


and 
on recei Uf 25 cents. 
METROPOL NOV. CO., 108 Fulton st., N. Y. 





———_ +o 
BOOKS. 

66 HOW,20.P0 BUSINESS.” or ” or Secrets of Suc- 

in Retail Merchandising. Valuable 


$1. Prospectus free. JEFF'N SACRSON Chicago. 


ACDONALD’S new book, “ Successful al Adve 
tising ; How to ce 3 it,” is —-> 


clear, concise. bound. 
$2. LINCO % PUB GO” "G0. Provident Bidg.. 


66 * THEORY and Practice of Advertising,” first 
book 34 Ye heh gic 


oth $1. Gbnck 
wr std hs See, SP 
Middleburg, Pa. 


667 EADING NEWSPAPERS,” a handbook for 
advertisers, compiled "by th e editor of 
’ Ink, is now ready fer Yelive . Every 
school eh should dd t! te book to x a? 
a is wor! € 
= ae a handsome volume substantially Me 


and , ‘and will be 
a wt postpaid upon receipe Gone oer. _—— 
tion that isvraluable t to every adver - ran 

ow for everyone inte: to 
pom ayy At writing and lacing eavertio. 
ing hg wsdiarece PHN NTERS’ INE 10 Spruce 


o- 
= 





’ 
’ 
| 
| 
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ADVERTISING MEDIA. 
DVERTISER’S GUIDE, New Market, N.J. A 
postal card request will bring sample copy. 


NY person advertising in PRINTERS’ INK to 
thes amount of $10 or more is entitled to re- 
ceive the paper for cne year 


Y. THEATER PROGRAMMES, etc., reach 


e the bu rg blic. For rates address 
ADOLPH ST! 8 Wooster St., N . Y. City. 
WoHisatens’ ’~AND RETAILERS’ RE- 

San Francisco, covers wine, 


beer 
and spirit t: ‘ade of entire West and Orient. It 
creates a demand. \\ rite for rates, 


By TALK, Ashland, Oregon, has a - 

circulation of 2.500 Copies each issue. 
Both other Ashland pa Lag mene are rated at less than 
1,000 by the American Newspaper Directory. 


a Y 50c. yd line for each insertion in entire 
es of I anes papers, located mostly in 
ersey and Poanayivenia. 


ew 
tion PRINTING co., ib Va Vandewater st., N. Y. 


Pinot your =e} in the POST. It reaches ten 

mt ers among the wealthy 
Itural class every week. 20 cents an inch, is: 

play ;5 cents a line, reading. POST, Middleburg, 
mnsylvania. 


ENZIGER’S MAGAZINE, the illustrated Cath- 
olic family monthly. “Indorsed by over 50 
archbishops and Lishops. Subscription $2 a year. 
Circulation 35,000 a teed. tes 
% cents an agate line. BENZIGER BROS., 36-38 
Barclay St., New York. 


T= > Daily and Weekl eekly SENTINEL and Nacog- 

es PLAINDEALER (Weekly) reach ev- 

ery inncllinens family a Nacogdoc es County. 

Pop. of , 25,000, valuation of 

co. $5,000. ‘One e homey one — one check. 

MidoaDoCHES PRINTING CO. (Incorporated), 
Nacogaoches, Texas. 


HE LIVE STOCK REPORT, 16-page illustrated 
market and farm weekly,” reaches 18,000 feed- 
ers, breede:s and farmers. Rates: less than 500 
lines, 7 cts.; 500 to 1,000 lines, 6 cts.; 1,000 to 2,000 
nee, 5 cents ; ower Rs hnes, 4 cts. It's cheap 
but it’s gees. le copy, etc., 
address THE LIVE! STOCK K REPORT, Union Stocic 
cago. 


Yards, Chi 
0 00 GUARANTEED circulation, 15 cents 
9 a line. That’s what the PATH- 
FINDER offers the advertiser the first Saturda: 
every month. Patronized by all leading mail- 
order firms. If you are severing and do not 
pa rd the PATHFINDER, you are missing 
xz good. Ask for cample m= rates. 
Tah PATHFINDER. Washington, D. 


— +o 
ADVERTISEMENT CONSTRUCTORS. 


Ams that sell goods—the kind you want—the 
d I make. Write! E. L. REID,Attica,Ind, 


D3 you want ads that pay! If so, write C. O. 
DUNOVAN, 528 Division St., Fall River,Mass. 


L= the public know what you sell—shall I 
show you how! C.P.KARR of Plainfield,N.J. 


BHosinase BRINGING RSA Lan es for ae 





ter. JOHNSON, 45 Ky. Ave 
ENRY FERRIS, cain 
918-920 Drexel Batting Philadel ia. 
Adwriter and business ad Write. 
puBLicity with pull—I re that kind. 
I'd like to pesearte ours—the Z will be 
ee — H. BESACK, 934 = ett Ave., 


Yw work, according to Pr to Profitable Advertising, 
is “interesting and informative.” Wri'e 
for my illustrated folder. EDMUND BARTLEIT, 
150 Nassau St., New" Yorn. 


| ae $21 will write one form or circular letter 

just to show you what i} can Go. Then if you 
want more at the same wise 1 right. A.B. 
MERRITT, Grand Rapids, Mic a 


A®izen you anes “for trade? Then bait your 
hoo! th good ads—business-bringers— 
such = 45 wate co await results. 
DRETZKE, adwrier, Wausau, Wis. 
Tine +i atvene, forceful, attractive advertis- 
a alive with vital selling quality. Cata- 
lets. circular letters and —" 


book 
i systems. DAVID E. GOE, Madison, W' 
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aa 
Maddieburg, Pe Pennaylvania. 

¥ Mate ov Ad worth pay ying for, because i 
M*s Po brains into the ui! 


ut 
write, aia my my client takes = the mone: hy 
not consult me? ROSS D. BRENISE 
Chestnut St., Philadelp! 


: ag often does a man Gree you, * 

hold and bring the Business; if 

don’t pay me.” _! oy ee. Write me. 
ED. a ae 

rmington, Missouri. 


RK VERY adwriter has = ie jalty. 
=4 mine. Itis the preparation of ° 
or advertising verse. I am “ responsible”’ fora 
jot of the best work now being used in street cars 
throughout the country. I also ee le med 

klets, ae circulars, etc. | don’t work 
“on mae. m4 ut | do send samples. ae THE 
“KR,” wipro me N. Y. City 


= the arguments and ideas that mene the pres- 
ent basis of your advertising have become 
threadbare from overuse, let me to dig out a 
few new ideas for you. The least [can do is to 
give your arguments a new dress, but I = usu- 
ally manage to do a little more. Samples and 
literature for the oukinn. BENJAMIL ‘SHER. 
BOW, Advertiser, 1019-21 Market St., Philadelphia, 


I I MAKE A SPECIALTY 

of pre ng catalogues and form letters for 
manatectarers doing an export business, and by 
a system of order names and code words can 
ey y simplify the cable transactions. I should 

‘Ail Kinds of advertiaing and dedgning. 

inds of adve ng ani ng. 
Cc. B. PERKINS 


267 Atlantic Ave. Boston, Mass, 


DWRITERS and designers should use this 
column to increase their business. The 
price is only 10 cents a line, being the cheapest 
of any medium published considering circula- 
tion and influence. A number of the most sue- 
cessful adwriters have won fame and fortune 
through persistent use of this column. ad 
smail and kept at it. You may do like- 
wise. Address orders, PRINTERS". INK, 10 Spruce 
St.. New York 


ow’s “ YOUR ADVERTISING ” PAYING! 


ae effective advertising that'll sell your 
goods *s the only kind we prepare. But 
write = on your business queen? ‘or our in- 
teresting and ndsome booklet —“ HOW TO 
MAKE OUR ADVERTISING PAY. » io you'll 
know more about our wa: ron doi 
VOORHEES & COMPA » Specie’ me it i Your 
Advertising,” Morton om Bldg. York C 


AIL-ORDER ADVERTISING—Ads, all 
follow-up letters THAT PAY. (’ne man is 
wri 60 per cent of the successful mail order 
advertising of this country. He is Eugene Katz, 
of Chica: Those who are about to embark in 
the mail-order business, those who are already in 
itand are not meeting with success, as well us 
those who need new advertising matter prepared, 
should write him. His is not the cheapest work, 
but the very ples of his work for the 
leading successful medizal, financial, agents and 
daily, weekly, ® outhly ind magnsiive in the 
, wee! mon 7 and magazine in the 
Bs ‘and Grea t Brita e plans. writes and 
guides the entire campaign, 
rather be, a little more and ecessful ad- 
dress KUGENE KATZ, Boyce Boyce Bag Chicago. 


booklets, folders, wien 


Tl take 
I don't, 


1 HAVE NO TIME 
to waste on these two classes: On the man 
who does not make or sell really govd things, 
and on the man who tries to sell really 
things with “cheap” (and perforce “ nasty”) 
advertising stuff. 
I do wish such h people would not write to me, 
but they alwa; ave and doubtless always will. 
oo 4, ‘and, C+ a number who. a 
urse ‘building. prefer “silk” 
i pork, - A. t is of such timber that I build now 


I make Catal Booklets, Price Lists, Cir 
culars, Folders oMailing Slips and Cards ; News- 


paper, Magazine and Trade Journal Advertise- 
ments, etc. 

1 gladly send abst of “Samnles” of my “ do- 
ings” in mse to a letter witha seeming hint 
at business for me in it. 

FRANCIS I. MAULF, 
402 Sansom Street, 
No. 2, Philadelphia, 























THE ADS AND THE STORE. 
35 B Street, N. W., 

WasuincTon, D. C., April 8, 1903. 
‘Editor of PRINTERS’ INK: 

A Regal Shoe advertisement was 
lected for the prize in the sixteenth 
week of Printers’ Ink contest. Regal 
Shoe advertising is good advertising and 
sells Regal Shoes, but have you ever 
gone into a Regal Shoe store to pur- 
chase a pair of shoes? I am speaking 
articularly of the Regal store in 
Washington. I do not know about 
those in other cities. You read about 
“Oak Soles,” Tannery_ to Consumer,” 
“The Window of the Sole,” etc. You 
aze in attractive windows on up-to-date 
Daswear and have made up your mind 
that Regal Shoes are the shoes for you. 
Step inside and you find one clerk and 
a boy waiting upon_half a dozen or 
more customers. Finally the clerk 
reaches you, and after stating the kind 
of shoes you desire, a pair is brought; 
you exercise your physical culture in 
putting them on. If you like them, the 
clerk will take your money when he 
finds time; if they are not what you 
want, another pair will be brought, 
when you succeed in getting the atten- 
tion of the clerk. As a result of your 
exhaustive efforts in trying on the shoes 
and the time you have spent in being 
satisfactorily waited upon, your patience 
is exhausted and you decide that you 
will not go there again. Regal ads, 
however, are so persistent and fetching, 
the next time you want a pair of shoes 
you reconsider your decision, saying 
they must have been unusually busy 
when you were there before; so you 
try again, but alas! the next time is no 
better than the first. 

“Regal advertising may make fifty- 
one Regal stores the busiest in their re- 
spective cities,” but is not the proper 
facilities for these busy stores also to 
be considered as a part of the success- 
ful advertising in conjunction with the 
well worded and_ attractively arranged 
advertisements? Very truly, 


Gillen 


a> 


Don’t let fear get the best of you; 
advertising won’t hurt, and it will help. 
Try a bit to accomplish some small ef- 
fect and see how much more of a busi- 
ness man you will feel yourself to be.— 
More Business. 














‘Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








BRITISH ADVERTISERS’ AGENTS 


Sordens Golch 


Estimates and every information supplied 
St. Bride St., London, Eng. Founded 1855 
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CANADA. 


C ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal 


‘Printing “*" 


“GREAT SCOTT !” he cried, “Is 
it possible that Johnston is the only 
—— onearth?” No, but he is one of 
he very few who know — you want 
oe how to get it up to please you. 
ean, Clear, Attractive Pvtating is the 
kind that is ap reciated nowadays—tit is 
my real specialty and standby. aan - 
ments and klets written. 
dress WM. JOHNSTON, Printers’ fuk 
Press, 45 Rose Street, New York. 























I want to get into communication wit 


popular periodical devoted to the 
subject of advertising, and am 
condact ng one now rapidly 
earn that distinction. If you | 

ork and have been thinking on this sub- 
ject I should be p) to thresh the 
matter over with 'y ou at your conveni- 


ence, without e quplnse or obligation to 
you. If om of town the affair cou 
il. HERZBERG, 


OSCAR 


y ma: 
P. O. Box is" New York. 





ng wri r manager en 
to $100 ~<a if ee w wish to gain 
nowledge that w will positively increase 
your salary = income, send 
Should Stud 
Should stud: 
taias Should Be 8 
Can Be Ta 


CHARLES AUSTIN BATES, 
135-3 Nassau Street, N. Y. 








M* course oO. 
instruction 


Writing 
Practically 


ha 


only tl 
of tthe 





mak 
—— 
le 


d valuab 
ay ee F ou jearn some- 
ical from the first lesson; 
= which you can appl 
immediately to your own vi 


wins tyou have not read the inter- 
my instruction in 
PRINTERS ALL | Jan. 7th, Is 
be pleased to send you a copy on 
request. WOLSTAN DIXEY, 
156 Fifth Ave.. New York. 











26 PRINTERS’ INK. 


A GREAT 
MANUFACTURERS’ FAIR 


will be held in July and August at 
OLD ORCHARD BEACH, MAINE, 
ust when the season reaches its height. 
ost valuable advertising opportunities 
te write to 


are now offered. For 
J. M. RYAN, Old hard Beach, Me. 





British and 
Colonial 
Advertising 


any leading American and 
Canadian Advertisers av- 

ail themselves of our exception- 
al facilities for placing British, 
Australian and South African 
Advertising on the most advan- 
eous terms. But we can 

still add toour list. A ncte of 
inquiry is solicited. % 2% vt yt 








Newspapers That Regularly 





Reach the Homes 





are worth doudke the number sold 
on the streets. The 

JOLIET DAILY NEWS 
has 6,869 subscribers, delivered 
by carriers and mail. They are 
worth 10,000 of the street kind. 
Chicago dailies cannot cover this 

















is the mainspring of 
business. It keeps the machinery in 
motion and leads to profitable pro- 
gress. Itshould be of the best quali- 
ty and handled by expert workmen. 

That’s where the strength of a 
gooi agency comes in. System, 
= experience, knowledye 
of technical details and the selection 
of the right mediumsin the right 
fields are the factors which stand 
between success or failure. 

We offer our services as adver- 
feing agents for the Pennine. writ- 
ing, illustrating and placing pub- 
licity for large or small advertisers. 
All of these, or any desired part. 
Call on or write to 


GEO. P. ROWELL & CO. 
(ADVERTISING AGENTS.) 
10 Spruce St., New York. 


Advertisin 

















field. H. E. BALDWIN, 
Adv. Mgr. 
WHEN 


a strong Republican two-cent 
evening paper like 


The Jersey City 


Evening Journal 


has far the largest circulation 
in a Democratic stronghold 
that means something that 
shrewd advertisers appreciate. 





DAILY AVERAGE CIRCULATION : 


1899—14,486. 1900—15, 106 
1901—15,891. 1902—17,532. 


1903—18,460 


A HOME, Not a Street 
Ciroulation. 
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IssuedApril 15th 


The American 
Newspaper Directory 


1903 


Over1,400 Pages 


SUBSCRIPTION PRICE 
Ten Dollars Net Cash 
All transportation charges prepaid. 











ADDRESS 


GEO. P. ROWELL & CO., Publishers 
10 Spruce St., New York 








Write to us about the 
faith principle of these 


BUSINESS 
BRINGERS 


Put them on your list. 
Age. Years. PHILADELPHIA. 
44—The Sunday-School Times 
72—The Presbyterian 
76—The Lutheran Observer 
55—The Christian Standard 
82—The Episcopal Recorder 
59—The Christian Instructor 
46—The Lutherau 


200,000 


Actual Subscribers 


1,000,000 
Actual Readers 
We shall be pleased to hear from you 





The Religious Press Association 
go1-902 Witherspoon Bldg., Phila., Pa. 














open to all interested, 


CHAS. H. EDDY, 


F, S. WEBB, 





The St. Paul Globe 


Circulation Jan. 1st., 1903, 31,050. 


Average Circulation for month 
of December, 1902, 28,398. 


The Globe’s increase in circulation and advertising patronage the 
last six months has been greater than that of any other Twin City 
newspaper. Largest St. Paul morning circulation. Books 


THE GLOBE CoO., St. Paul, Minn. 
M. F. KAIN, Business Manager. 


Foreign Representatives : 
10 Spruce St. NEW YORK CITY. 


87 Washington St., CHICAGO. 


Tel. 2971.-John 


Tel. Main 2467 
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Ilove my love 
with a “T.” 


Printers’ INK teaches the science and 
practice of advertising and is. highly 
esteemed by the most successful adver- 
tisers throughout the civilized world.— 
Francis M. Twohey, Port Cologne, On- 
tario. 

The most successful merchants of to- 
day are the largest users of printers’ 
ink. How to use it most successfully is 
taught by Printers’ INK, the Little 
Schoolmaster of advertising.—W. Owen 
Tandy, Churubusco, Ind. + 

Printers’ INK prints the cream of 
the advertising literature of the world. 
No journal in America, or the world, 
contains so many good examples of 
strongly written «| handsomely dis- 
played advertisements as Printers’ INK. 
alone Taylor, Grand Island, Neb. 

Advertising is only good when it im- 
arts good, sound, sensible information. 
Tf you haven’t been doing this kind you 
haven’t subscribed to Printers’ INK. 


Each issue fairly bristles with terse 
suggestions, criticisms, hints and good 
advice.— Ray Townsend, Buffalo, 
o £e 


Printers’ INK is well known all over 
the business world as a regular little 
hustler. His knowledge of the adver- 
tising business and authority on the best 
class of advertising is probably un- 
equaled. He doesn’t claim to know all 
there is to know about advertising, but 
every day and every hour during the 
week he is continually scouring the 
country for new ideas.—George 
Todd, Atlantic, Iowa. 


Printers’ INK teaches you real, prac- 
tical advertising—it tells you how to 
draw up ads that are full of life and 
vigor—it explains how you should lay 
out your advertising appropriation—it 
enables the young man commencin 
business to make business, and the old- 
increase busi- 


er, experienced man to \ 
ness—it gives those interesting accounts 
of the struggles of successful men, so 





PRINTERS’ INK. 


helpful to the _ fellow who is still 
srepeing—S. H. Taylor, Hull, Eng. 
land. 

Printers’ INK contains the essence 
of the best advertising knowledge and 
experience, and the clerk salesman or 
adwriter who does not read PRINTERS’ 
INK is missing the best source of help 
and inspiration which the advertising 
world affords. The development of the 
study of advertising has brought forth 
many imitators, and some of them very 
succesful ones, too; but PRINTERS’ Ink 
still remains the Little Master and 
teacher of them all.—C. C. Tripp, Port- 
land, Oregon. 


One of our town merchants said the 
other day, while speaking about the 
competition between New Yorkand Long 
Branch, “Of course you cannot expect 
us to get up advertisements that women 
will be as anxious to read as they are 
the New York department store adver- 
tisements. If you strike an average 
you will find that our prices are slight- 
ly lower and our stocks are just as 
various and as good as at New York. 
The trouble is that those big fellows 
are able to hire high-priced men to take 
charge of their advertising.” This mer- 
chant was right. The New York stores 
pay large salaries to the men who study 


to bring the people into the store. But 
that should not discourage the Long 
Branch merchant. This is where 


PRINTERS’ INK, a weekly journal of ad- 
vertising, comes in for his benefit. 
. * * 


Many business men feel the want of 
something that will help them see their 
way clear to strong, vigorous advertis- 
ing. This something is found in 
PRINTERS’ INK, affectionately nicknam- 
ed the Little Schoolmaster in the art 
of advertising. A reader of PRINTERS’ 
INK becomes impregnated with a knowl- 
edge of what is good and what is bad 
advertising, of how much and of how 
little to advertise, of what kind of ad- 
vertising appeals to men and what kind 
to women, of why such an idea brings 
returns and why a similar idea brin 
little result. He is taught what it is 
that gives the pulling power to a Wana- 
maker advertisement so that he can go 
and do likewise.—H. Truax, New York 
City. 





THE TWENTY-SHEET POSTER OF THC “ SENTINEL”? 
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FRANK PRESBREY CO. 
REMOVAL 


To 3-7 WEsT 29TH STREET, NEW YORK 




































AN ANNOUNCEMENT WITH A RECORD BEHIND IT 


“In point of number of successful 
advertisers represented, as well as 
solid business interests, perhaps 
the Frank Presbrey Co. can show 
the best list of customers of any 
advertising agency in the world.” 

—Printers’ Ink. 





_ Volume of business 1897. Located in two rooms at 108 Fulton St. 





Volume of business 1898. Located in two rooms at 12-16 John St. 





Located in three rooms at 12-16 John St. 





Volume of business 1899. 


29 



























Located in four rooms at 12-16 John St. 
Located in entire floor, 12-16 John St. 


Volume of business 1900. 





Volume of business 1901. 













Located in entire Ith floor, 12-16 John St. 





Volume of business 1902. 


A page of PRINTERS’ INK is not wide enough to show 
on the above scale the probable increase in business for 
1908. Neither is there room enough in our present offices 
to accommodate the growing business and staff, so we 
have leased the eighth floor of the modern Bancroft 
Building, at 3-7 West 29th Street, New York. Here we 
will have space to expand and develop our several 
departments along the lines of previous success, and 
be pleased to welcome our friends after May 1, 1903. 











FRANK PRESBREY CO. 


General Advertising Agents & Artistic Pamphiet Making 
3-7 West 29TH StrREET, NEW YORK 
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Ask for a copy of 
Che Magazine 
of Mysteries = 


It will interest you. It is entirely unlike any other maga- 
zine. It is full of bright, helpful and optimistic matter. Nothing 
pessimistic ever appears in its columns. Its subscribers are of 
the intelligent and monied class, are interested and thoroughly 
believe in its teachings. 

If you could see the letters we are constantly receiving 
from them you would readily be convinced that our clientele is 
one you cannot afford to overlook. 


The advertising columns of 


Che Magazine of Mysteries 


are clean—our aim is to print nothing that is not true. This 
makes the advertisements appearing in its columns all the more 
profitable. No magazine, we believe, has ever given advertisers 
better returns. This is proven by the way advertisers who try 
it once continue in it from month to month. 




















Send in a trial advertisement—it 
will convince you of its profitable 
pulling powers. 











Che Magazine of Mysteries, “2°0557207 
713-718 Temple Court, New York City. 
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From the Far East! 








Tue Deccan PRinTING AND STATIONERY MART. 
A. VenooGopaut Pitta & Sons, Prop’rs, 
Hyperasap-Deccan, India, Feb. 14, 1903. 
Printers Ink Jonson, New York, N. Y.: 
Dear Sir—Will you  eyrod favor us with a specimen book 
of your inks, with price list, terms of discount, etc., and oblige, 
yours faithfully, A. VenooGopaut Pitta & Sons. 





It is very evident that the above con- 
cern overlooked reading my ads, where- 
in I state that I issue no specimen book 
and agree to match any shade or grade 
of ink that was ever manufactured. 

My price list is strictly net, and my 
terms are f. 0. b., New York, cash with 
order. It is not a question of credit or 
rating, but if I make one exception to 
the rule I cannot hereafter advertise that 
not an ounce of ink ever left my estab- 
lishment, unless paid for in advance. 
When the goods are not found as repre- 
sented I cheerfully refund the money 
and pay the transportation charges. 

Try me on a small order. 

Price list mailed on application. 


















ADDRESS 


PRINTERS INK JONSON 
17 Spruce St. New York 
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CLIPPED AND PASTED. 


“Pa,” said Little Willie, who had 
been reading a cigar stoie advertise- 
ment, “‘what’s imported and domestic?” 

“A servant girl,” replied pa promptly. 
—Philadelphia Press. 


Stuss—‘“In Boston there 
managed entirely by women. 

Penn—‘“That so? Well, I guess they 
leave the ‘Hel -Wanted-Male’ column 
out.”—Chicago News. 


Stnce the opening of spring Missouri 
papers have received a new batch of 
those intensely interesting little stories 
that begin so entertainingly and end 
b “At all druggists.”—Kansas City 
tar. 


Stcns ur the Times: In a Montana 
hotel there is a notice which reads: 
“Boarders taken by the day, week or 
month. Those who do not pay promptly 
will be taken by the neck.”—London 
Tit Bits. 

“How are you getting on with your 
invention?” 

“Beautifully,” answered the enthusi- 
ast. “The advertisements are all com- 
pleted and in fine working order.”— 
Washington Star. 


W. K. Vanversitt, it is said, will 
retire from “active” business. Perhaps 
he is going to engage in some “inactive” 
business—something like running a gro- 
cery store and refusing to advertise.— 
St. Joseph Gazette. 


At the first Methodist church next 
Sunday evening the Rev. Frank Pease 
will speak on the subject, “Hell; What 
Is It? Who Gets There?” Seats free. 
Cordial invitations to all.—From the 
Wausau, Wis., Pilot. 


“Who is that man they are forcing 
to eat so much beefsteak and chops?” 
“Oh, he is the strong man.” 
“Going in a museum, eh?” 
“No, some cereal food concern is go- 
ing. to use his picture on their product.” 
hicago News. 


Brtt—You say he lost his job in the 
Weather Bureau?” 

Jill—He lied too much to even suit 
them there. 

“What’s he doing now?” 

“Why, he’s writing up the advantages 
of a new breakfast cereal.”—Yonkers 
Statesman. 


“TI mape the rural editor feel like 
kicking himself,” chuckled the strug- 
gling poet. ? 

“How did you do it?” asked his 
garret chum. 

“Why, after he put me out I told 
him I was no poet at all but had come 
up with a $100 advertisement.”—Chi- 
cago News. 


Otp Nttsons—I don’t care if he is a 
poet and a philosopher. He _ shan’t 
marry my daughter and make her starve 
to death with him. 

Mrs. Nilsons—But, you forget, dear. 
He’s employed by the “L” Road Ad- 
vertising Bureau to write soap poetry 
and patent medicine proverbs, at ten 
thousand a year. 

Nilsons—Oh, | that’s 
Bless you, my childrent—New 
Herald. 


is a paper 


different. 
York 
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“WHAT we require,” said the manag. 
ing ees “Gs the services of a 


capable o taking full charge of our 
‘Query Box.’ re you capable of 
questions?” 


answering all kinds o 
“Well, I rather guess yes,” replied 

the applicant, “I’m the father of eleven 

children.”—The Chicago News. 


_“Grapys,” said Chumley to his man- 
nish sister, “I’ve done so much for you 
you should write me a testimonial.” 

“A testimonial?” 

“Yes, you might say: ‘Dear Brother 
once I was a timid, delicate girl, but 
since using your collars, shirts and ties 
_— become quite a new woman.’ ”— 

x. 


“SOME years ago,” said Bishop Pot- 
ter, in a recent speech, “I was travel- 
ing in Minnesota. A man approached 
me on the railway platform and scanned 
my features closely. ‘‘Excuse me,” he 
said finally, “but haven’t I seen your 
picture in the papers?” I was com- 
pelled to confess that he might have 
done so. “I thought so,” continued 
the inquisitive one. ‘ I ask what 
you were cured of?”—Medical Times. 


An Englishman and a _ Scotchman, 
both commercial travelers, were brag- 
ging about the importance of the firms 
they respectively represented. “You 
may judge of the extent of our busi- 
ness,” said the Englishman, “from the 
fact*that we spend £215 a year in ink 
for our correspondence.” “That's 
nothing,“* said the Scotchman; “my firm 
saves twice that amount yearly by not 
dotting its i’s and not crossing its t’s.” 
—Ram’s Horn, 


Aw enterprising Yankee came over to 
England and decided to open a shop in 
Birmingham. He obtained premises 
next door to a man who also kept a 
shop of the same description, but was 
not very posting in his business me- 
thods, preferring to jog along in the 
same old conservative way. 

The methods of the Yankee, however, 
caused the old trader to wake up, and 
with the spirit of originality strong 
upon him he affixed a notice over his 
door with the words, ‘‘Established fifty 
years,” painted in large letters. Next 
day the Yankee replied to this with a 
notice over his store to the following ef- 
fect: “Established yesterday; no old 
stock.”-—I. O. U. 


“Why, yes,” says the generous manu- 
facturer to the soliciting church com- 
mittee: “I shall be glad, indeed, to pro- 
vide for the new set of hymn books that 
you request.” 

“Oh, thank you—thank you, sir!” cry 
the members of the committee. 

“But,” goes on the manufacturer, 
“why can’t we have a little reciprocity 
about this? If I do something for you, 
why can’t you do something for me?” 

“We will always mention you in our 
prayers,” promises the chairman of the 
committee. 

“That’s very good,”’ says the manufac- 
turer; “but you might do more than 
that. Suppose now that on the oppo- 
site page von the one that will contain 
the hymn, ‘Bringing in the Sheaves,’ 
you work in some sort of a favorable 
notice for my new models for harvest: 
ing machinery.”—Judge. 


” 








